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“Suit the action to the word, 
the word to the action.” 


If you contemplate doing any Newspaper 
Advertising drop us a note enclosing copy of 
your advertisement, or saying what space the 
advertisement will occupy, and telling us 
what papers you wish to use, and the length 





of time you wish the advertisement inserted. 
We will promptly send estimate of cost. 


Perhaps you are not quite sure what is 
the best way to advertise and would like 
suggestions. If so, give us such facts as will 
enable us to intelligently consider the matter, 
and we will give you the benefit of our 
honest judgment. 


N. W. Aver & Son, 
NEWSPAPER ADVERTISING AGENTS, 
PHILADELPHIA. 
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KIANGNAN ARSENAL, SHANGHAI, CHINA 
May 16, ’89. 
Editors Ladies’ Home Journal, Philadelphia. 

DEAR SIRs: 

Many of my Chinese friends who have seen 
the illustrated advertisements in LapiEs’ Home JourRNAL 
have asked me to write and obtain things for them. One 
friend in particular wants to buy scientific toys, such as 
models of steamers, locomotives, &c., &c. 

You will greatly oblige me and them by letting me 
know the terms on which you could send such goods to 
China. It would cost too much for freight to send them 
across the continent either to Frisco or Vancouver by rail- 
way. Could you pack them and send them from New York 
by sea via Suez Canal? or how? 

Yours truly, 
JOHN FRYER. 


ADIES Hone 
ee OURNAL 


Has not only a larger circulation than any other 
periodical in our own country, but has paid subscrib- 
ers in 46 different nations of the earth. 

The above letter from China is but a sample of 
many received by ourselves and many of our adver- 
tisers. 

Wouldn’t it pay you to reach English speaking 
people in foreign lands ? 


CURTIS PUBLISHING CO., 
Philadelphia, Pa. 
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THE DAILY PRESS OF 


BUFFALO. 





Of the dozen American cities which 
exceed or press closely on toward 300,- 
000 population, Buffalo is one. Situated 
at the east end of Lake Erie, it com- 
mands an extensive commerce. Its 
citizens accumulate fortunes out of oil, 
coal, lumber and railroads. An un- 
usual number of buildings, public and 
private, attract the attention of a 
stranger by the beauty and excellence 
of their architecture. There are more 
miles of asphalt pavement here than in 
Washington, and the public parks are 
worthy of the capital of a kingdom. 
Buffalo is a city abounding in evening 
newspapers. Of the nine dailies, only 
two, the Express and the Courier, ap- 
pear in the morning; and although both 
of these are old, well-established, 
wealthy institutions; yet neither of 
them reaches a regular cdition of 1o,- 
000 copies. They are famous, how- 
ever, throughout the country for the 
great job-printing establishments that 
are conducted in connection with them, 
and from which are put forth a large 
percentage of the show-poster circus 
bills and railroad printing with which 
the public is so well acquainted. One- 
third of the Buffalo dailies—all evening 
issues—are printed in German. There 
is a large population of that nationality; 
but so willing are the parents that the 
children shall read English, no one of 
the dailies printed in the language of 
fatherland reaches a regular sale of so 
many as three thousand copies. 

Of the other evening papers the cir- 
culation is exceptionally large. The 
Commercial, now a handsome eight- 
page paper, established in the early 
days of the century, has long en- 
joyed a most enviable position. Every 


evening it is read at the firesides of 
more than ten thousand of the most 
It 


refined and prosperous citizens. 





has such a hold upon the good-will of 
the people that it enjoys, in conse- 
quence, a local advertising patronage 
that makes its proprietors men to be 
envied. The 7imes, a one-cent paper, 
has already secured a larger sale than 
has often been reached by so young a 
journal, The most conspicuous jour- 
nalistic success in Buffalo is the News. 
Its sale now exceeds that of any other 
daily in the State outside of the city 
of New York, not even excepting 
Brooklyn. This paper owes its success 
to the enterprise and push of the Butler 
brothers—still young men—who, with- 
out money or influence, but by the 
mere force of innate energy and busi- 
ness sense, have, in ten short years, 
made the paper what itis. The News 
is well printed on perfecting presses 
capable of turning out 40,000 copies an 
hour, and has inaugurated a system of 
delivery that is hardly surpassed any- 
where. A uniform rate of one cent a 
word forits want advertisements brings 
$30,000 a year for five short columns, 
and it is worthy of remark that, al- 
though the other papers eagerly seek 
advertisements of this class, no one of 
them secures any approach to the pat- 
ronage that is daily handed over the 
counter at the Mews office, always with 
the cash in full payment. It is to be 
noted that the Butlers, like so many 
other men whose success has been 
great beyond expectation, had and still 
have what is better than capital—what 
is equivalent to training and education 
—a mother to whom they are attached, 
whose approval is to them worth more 
than all beside ; whose counsel has al- 
ways been the one good thing needed, 
and whose declining years are made 
happy by the success of her boys as 
well as the love and veneration in 
which she is held. 

Buffalo has not, and never has had, 
any weekly paper of commanding influ- 
ence or large circulation. 
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Conspicuous in the columns of the 
Buffalo dailies is an advertisement bear- 
ing the name and address printed 
below : 


1662172 Pearl Street. 


Doubtless the citizens are familiar 
with the hieroglyphic and know its 
English meaning ; but to the stranger 
it is a sort of Chinese puzzle. The 
city also rejoices in the possession of 
one of the modern attempts to revive a 
usage of by-gone or heathen times that 
may before long become firmly estab- 
lished among us. The thing itself is 
pleasantly and suggestively set forth in 
the following advertisement cut from a 


daily paper : 
SEE? 


Death is a common friend or foe, 
As different men may hold, 

And at its summon each must go, 
The timid and tne bold ; 

But when the spirit free and warm 
Deserts it, as it must, 

What matter where the lifeless form 
Dissolves again to dust ? 

Dr. Cuarves Cary. 
The Crematory, May 10, 1890. 
a ee 


PICTURE ADVERTISE- 
MENTS. 


There is perhaps no artistic develop- 
ment of the time that is more wonder- 
ful than that which has taken place 
during the last few years in the direc- 
tion of pictorial advertising. It is 
essentially the product of the present 
time, and reflects in a very marked de- 
gree the spirit and enterprise of the age 
in which we live. Not very long ago, 
art and advertisement owned no sort of 
kinship at all; the advertiser had been 
trained in the school of prosy bounce 
and unattractive verbiage, and had 
small conception of the aid that was 
awaiting him in the realm of art. But 
art had not then been popularized. 
Pictorial papers had not grown to be 
the immense power that they have since 
become, and the fancy of the painter 
was restricted mainly within the bounds 
of private patronage. A change has, 
however, come over the artistic scene, 
and in:tead of being a people to whom 
art made but scant appeal, we have 
become a nation of art lovers, from 
the top to the bottom of the social 
scale, and even the most humble’ sec- 
tions of the community display a warm 
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appreciation of pictorial art. Indeed, 
this is now such a self-evident fact that 
the advertiser who fails to reckon with 
art misses his best opportunities of 
ready and effective publicity. 

There was a period when artists of 
eminence would have considered it 
beneath them to lend their genius to 
the illustration of advertisements—a 
peried, in truth, when no advertiser 
would have dreamed of suggesting such 
a thing. In these days, however, art 
is not so exclusive as this; it has to 
take cognizance of human effort of all 
descriptions, and has become alive to 
the necessity of keeping in touch even 
with so sordid a matter astrade. And 
why not? It is surely the mission ,of 
art to elevate and refine, and if by its 
aid the noble army of advertisers are 
enabled to present their announcements 
in such a form as to satisfy the improved 
artistic taste of the day, and to make 
their appeals through a beautiful and 
effective pictorial medium, it is exercis- 
ing its influence for a high and worthy 
purpose. 

At first, it was difficult to obtain a 
proper footing for pictorial advertise- 
ments in the pages of the illustrated 
press, but little by little they forced 
their way into prominence, until ulti- 
mately they became, instead of a de- 
traction, an additional delight ; and it 
is now the custom of readers of picto- 
rial papers to pay almost as much regard 
to the picture advertisements as to the 
illustrations in chief. A good engraving, 
the reproduction of a work of high art, 
is sure to command admiration, whether 
it be accompanied by an advertisement 
or not, and it is this that makes the 
success of this description of adver- 
tising.— 7. B. Browne, London, Eng. 





THE spasmodic advertiser is like the 
moon. e waxes and wanes. Occa- 
sionally, when he thinks he is out- 
shining all others, he is eclipsed. His 
boom trade is knocked out and, not 
having any regular reliable custom, he 
is left stranded on the sands of credit, 
while he sees the trim-built craft of his 
competitor, who has always kept up 
advertising steam, sail away over the 
bar of hard times on the tide of trade 
into the broad ocean of success, The 
multitude of big dollars he spent when 
the tide was naturally coming his way 
only run him so much higher aground ; 
so when the quick ebb came it left him 
high and dry, a monument of unwise 
advertising.—Xansas City Star. 








PRINTERS’ 


ADVERTISING IN LARGE 
CITIES,.* 





Every man living in a metropolitan 
city has a more or less accurate idea of 
the local newspapers which have the 
largest circulations. One soon grows 
to learn from such indications as hear- 
ing them cried by the newsboys on the 
street or talked of among one’s friends, 
seeing them piled on the newstands or 
read in the street cars, what the rela- 
tive demand for the different papers is. 
But when it comes to the dailies of 
other cities, such methods naturally are 
out of the question. 

The task of choosing between the big 
dailies in the metropolitan cities is one 
of the first as well as one of the most 
difficult problems which the advertiser 
has to soive in the matter of selecting 
mediums. In Chicago, for example, 
there are some twenty-eight papers 
published daily. To use all of these 
is out of the question. The adver- 
tiser, if he happens to be sufficiently 
well informed upon Chicago affairs, 
will be able to pick out of this group 
the comparatively few leading papers. 
But unless he has had previous expe- 
rience or other special facilities, his 
knowledge of the advertising values 
of the different dailies will not extend 
over more than three or four cities. 
There are, however, in this country 
and Canada twenty-three cities with 
a population of over 150,000. 

In order to meet the needs of a large 
class of advertisers, a list has been 
compiled by the advertising manager 
of Geo. P. Rowell & Co’s Newspaper 
Advertising Bureau, giving the names 
of the leading dailies in cities of this 
size. Nopaper has been named which 
does not circulate more than 10,000 
copies daily, and no more than six are 
named for one city. In cities where the 
number of papers named is less than 
six, it is because no more are published 
there with the requisite amount of 


circulation. ‘The list is as follows: 
Place. Paper. 
San Francisco, Cal., 







Bulletin. 
Post. 


Star. 
Journal. 


Washington, D. C., 
Chicago, M1., 





* This list is republished from the 175th 
edition of Geo. P, Rowell & Co’s 256-page 
pamphlet called Newsparer ADVERTISING 
published in April of the current year. 
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Place. 
Chicago, I1., Times, 
Tribune. 
Louisville, Ky., Commercial. 
Courier-Journal. 
Post. 
Times. 
New Orleans, La., Picayune. 
Times-Democrat. 
Baltimore, Md., American. 


techeCorrespondent 
Morning Herald 
News. 


§ 
Boston, Mass., Evening Record. 
Glo 


Post. 
Traveller. 
Detroit, Mich., Evening News. 

Free Press. 

Journal. 

rribune. 

Journal. 

Dispatch, 

lobe. 

Pioneer Press. 

Die Westliche Post. 
Evening Chronicle. 

Evening Star Sayings. 
Globe-Democrat. 


Minneapolis, Minn., 
St. Paul, Minn., 


St. Louis, Mo., 





Jersey City, N.J., Jo 
Newark, N. J., News. 
Brooklyn, N. Y., 





mes. 
Commercial Ac vertiser. 


Buffalo, N. Y., 
Evening News 
Times, 
New York, N. Y., (See Printers’ Ink for 
June 4) 








Cincinnati, Ohio, Gazette, 
Post. 
Cieveland, Ohio, . 
Philadelphia, Pa., Bulletin. 
Item. 
Ledger. 
Pittsburgh, Pa., Telegraph. 
Gazette. 
Milwaukee, Wis., Wisconsin. 
Toronto, Ont., 
News. 
Telegram. 


Montreal, Que., 





a es 
ADVERTISING is not the work fora 
dullard. It requires frankness, honesty, 
tact, originality or quaintness. Com- 
monplace advertising strikes the reader 
very much as any other blotch of ink 
does. A good advertisement should 
be founded upon honesty of purpose, 
should be explicitly interesting and 
allowed sufficient space to be_attract- 
ively displayed. Every promise in it 
should be faithfully kept, and the bar 
gains guaranteed be realized by the 
purchaser.— Norwich (Conn.) Bulletin. 
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INSURANCE ADVERTISING, 





The insurance companies spend an- 
nually thousands of dollars in adver- 
tising, but only a very small percent- 
age finds its way to the newspapers, 
and that little is of such a nature that 
it is no wonder this line of advertising 
is not more popular, 

No class of business men are more 
conservative, and when once a move- 
ment is made they generally stand by 
it until it is thoroughly worn out. The 
different classes of companies have, in 
many cases, adopted the one idea, so 
that the fire insurance companies sup- 
ply the country with blotting paper, 
calendars, paper cutters, etc., while the 
life insurance companies spend enor- 
mous sums annually in publishing 
primers and pamphlets, anu so on. 

With few exceptions they have con- 
fined their efforts in newspaper adver- 
tising to the old-style advertisement, 
which stands solid and grim from year 
to year, announcing the name of the 
company—its president, manager, sec- 
retary, accountants, board of directors, 
etc. Once a year they pay a number 
of papers big rates to publish a detailed 
report of their annual meeting, in 
which statistics of the year’s business, 
with the speeches of the aforesaid 
presidents, managers, etc., occupy 
from one to three columns space. ‘To 
this may be added the advertising in 
financial and insurance publications, 
which circulate among the fraternity, 
who ought to be well insured if read- 
ing each other's advertising will ac- 
complish the object. That any one 
could expect such a line of newspaper 
advertising to bring in anything like 
adequate returns or lead to new busi- 
ness seems incredible, and yet when 
the advertising agent calls he is gen- 
erally informed that they have spent or 
are spending large sums of money in 
newspaper advertising, and that it does 
not pay; or else he is given the old 
stereotyped advertisement over again. 
Of course even this class of advertising 
is not altogether useless, for it gives 
the public confidence in the concern, 
and introduces and familiarizes the 
name to the public. Again, the report 
may be read by some shareholder who 
did not grasp all the details from his 
circular report, or by some insurer who 
carries large risks in the company and 
reads to reassure himself of its solidity. 
But to suppose that the business and 
general public read these lengthy pre- 
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ambles is rather too much to expect. 
We believe this money, and more, too, 
should be spent with the newspapers, 
but that both the publisher and adver- 
tiser would ultimately derive greater 
benefit if it were spent in a more mod- 
ern manner. In fact, many are seeing 
the error, and the more advanced con- 
fine their efforts to concise statements, 
with as few statistics as possible. 

Why not remind the merchant daily 
of the risk he is running by not insur- 
ing his stock and buildings? Why not 
remind the husband and father daily 
of the uncertainty of life and limb, and 
keep drumming at the slight expense 
necessary (seven cents a day, as one 
company has it) to provide for the 
future? There are hundreds of build- 
ings, stocks, plate-glass windows and 
lives uninsured to-day—notwithstand- 
ing the enormous business done—and 
even those that are often should carry 
more. 

With regard to agents, there are 
hundreds who are practically useless. 
Why not displace them and advertise 
for others? When you have a good 
agent, advertise in his local paper ; it 
will give him confidence in approach- 
ing his clients, and his clients confi- 
dence in the concern, and by having 
the plan, payments and particulars 
constantly before the eve in ever-vary- 
ing forms it will take fewer words to 
reach the ear. Make your plans care- 
fully and skillfully, employ the services 
of some reputable advertising agency 
and give the press fair-play. Prepare 
your newspaper advertising as carefully 
as your pamphlets and fancy calendars. 
If you don’t know how, get some one 
who does. Do not leave it to your 
agent. In ninety-nine cases out of 
one hundred he will not have the abil- 
ity, time or inclination to do it justice. 
Most successful business men in other 
lines do not hesitate to engage skilied 
talent in this matter—why should you ? 
Many a man will take time to read a 
half-column advertisement at a spare 
moment who would not look at your 
pamphlet on account of the time neces- 
sary to read one-tenth of it. Dozens 
of men close their ears to the agent 
before he can introduce the subject ; 
the newspaper daily and persistently 
claims his attention. It may be only 
the head-line that claims his attention 
at first; then the first paragraph, and 
so on, until some day, to get the thing 
off his mind, he reads it through ; then, 
if it is the right kind of an advertise- 
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ment, it is o# his mind until, the right 
day, agent and reader come together to 
settle the matter. The wife and elder 
members of the family also often have 
an influence in these matters, and to 
them the newspaper has always access, 
where the agent has not. 

Managers, take this matter in hand. 
The press has not yet received justice 
in this matter from your hands, though 
there isa gollen harvest in store for 
you when you move in the right direc- 
tion. 

The managers of loan and invest- 
ment companies can apply the forego- 
ing to their case also, as they are often 
patrons of a similar line of newspaper 
advertising.— Money Maker. 


SIX LITTLE TAILORS. 





The above caption, in one or more 
of its variations, has for a long while 
appeared regularly in the daily news- 
papers of New York in connection 
with the advertisements of the local 
tailoring firmof Jacobs Brothers. The 
methods of this house, if somewhat 
amusing, are worth noticing. Their 
announcements rarely appear without 
the pictures of the entire six in some 
combination or other. The section of 
one of their recent advertisements, 
which is reproduced in the opposite 
column, gives the idea. The portraits 
all have a striking family resemblance, 
and at first the reader is puzzled to de- 
tect any difference betweenthem. But 
as the days go by and he gets used to 
seeing them appear in the daily papers 
in different combinations, he becomes 
able to distinguish them apart by reason 
of the varying degrees of luxuriance of 
their respective mustachios. It will be 
noticed that in the present instance the 
faces are not without utility, for each 
has been placed upon the shoulders of 
a figure displaying a certain cut of 
clothes, and in this connection they 
certainly form an agreeable relief from 
the idiotic faces which usually appear 
on dummy figures. Some advertisers, 
like Lydia Pinkham or W. L. Douglas, 
have seen fit to give their own por- 
traits in connection with their news- 
paper announcements, but it has been 
left for the New York house of Jacobs 
Brothers to present to the public pict- 
ures of the entire family. 


ADVERTISING should not be vision- 
ary ; it should not be attended to as a 
mere pastime.—H/, B. King & Bro. 
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CO AND SEE 


THE LITTLE SIX AND SAVE MONEY. 








What other Tailors haven't got. 








Six practical men that attend to diff-r- 
ent branches of their business. 
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SELECTION OF PAPERS. 





To listen to the pleadings of special 
advertising canvassers often means 
financial ruin. To decide merely upon 
basis of circulation is worse than folly. 
To advertise in a paper simply because 
it pleases you is a false standard ; sub- 
scriptions and advertisements are very 
different in their aims. To accept the 
list of a friend who is in a different 
line of business generally proves dis- 
appointing. What, then, shall an ad- 
vertiser do? We answer, either study 
advertising as he would medicine were 
he a docter, or law were he a lawyer— 
or else consult one who has made 
of advertising a profession.—/Herbert 
Booth King & spool 


A VALUABLE MEDICINE. 





The following is clipped from the 


Southwest City (Mo.) Zaterprise, and 


is worthy of notice as a testimonial of 
the certain effects of the medicine ad- 
vertised : 

George Richardson died at his home on 
Carter's Prairie, Nov, 18, after a lingering 
sickness of several months. 

He shook and he shook, till his shaking was 
chronic ; 

He then bought a bottle of Cheatham’s Chill 
Tonic. 

He said to his friends, ‘* Though a shaker of 
yore, 

Thanks toC. C, Tonic, I'm a shaker no more.” 

For sale by A. Oyler. 








SPECIAL NOTICES. 


Advertisements under this head, two lines or 
more, without display, %5e. a line, 


TT" CHICAGO EVENING POST. 
— ” TAPE IS THE BEST 


HE ARGONAUT goes into all the well-to- 
do families of the Pacific Coast. 


ELEGRAPH, DUBUQUE, IOWA, 
cireulation. Population, 38,000. 
HE NASHVILLE BANNER is the paper 
you want. See its reported circulation. 
vey pcer IN KINGSTON, Ont., reads 
HE NEWS. April average, 2,062 daily. 
A SALLE ILL. Population, 12.000. Lead- 
ing paper, THE TWIN CITY JOURNAL. 
A WeekLy NooxTIDE, Send propositions to 
WEEKLY NOONTIDE, Rogers, O. Cir. 700. 
TS MORNING NEWS, New Haven.—The 
largest morning circul *n in Connecticut. 


Dit & WEEKLY, EVANSVILLE DEMO- 
KRAT, largest cire*n in Southern Indiana. 
NE HOME CIRCLE, St. Louis,Mo. Month- 

ly; 75,000 cire’n, Rate, 5U cents per line. 


Tx. COMMERCIAL ADVERTISER, New 
som, 


is bright, able, newsy—not sensa- 
ve ES ILL. Population, 14,000. Lead- 
30 aN per, Daily and Weekly, THE 


15,000 
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At LA SALLE, Il, Rowell, Ayer & Sor 
and Lord & Thomas give THE JOURNAL 
the preference. 


HE ARGONAUT is the only High-Class 

Political and Literary Weekly published 
ou the Pacific Coast. 

HE NASHVILLE BANNER is the only 

daily in Tennessee which issues monthly 
statements of circulation. 


HE ARGONAUT has a larger circulation 

than any paper on the Pac = Coast ex- 
cept three San Francisco dailies. 

HE circulation of THE NASHVILLE 

BANNER is guaranteed to be larger than 
that of any other daily in Tennessee. 


‘AN FRANCISCO CALL, the best morning 
) newspaper in California, Unequalled in 
circulation, character and influence. 


HE COMMERCIAL ADVERTISER, New 
York, is the only Associated Press news- 
paper uniformly sold at 2 cents a copy. 


S!AN FRANCISCO BULLETIN—estab. 18%5— 
) is the leading evening newspaper of Cali- 
fornia in circulation and influence. Try it. 


HE MEDICAL WORLD. Circulation larger 
than that of any other medical journal 


in the world. Send for rates. Philadelphia. 


S!ALT LAKE TRIBUNE, according to the 
Ss American New: oe Directory for 1890, 
— cire’ mn of any Daily paper 


EO. P. ROWELL & CO., N. W. Ayer & Son 

W and Lord & Thomas all give the OTTA- 

Ww 4 Werkty, JOURNAL the preference, Daily 
an ee 


HOUSANDS of single-stamped copies 

THE ARGONAUT passthrough t oe Hang 
Francisco post-office every week, remailed 
by subscribers. 

ORONTO GLOBE, according to the Ameri- 

can Newspaper Directory for 1890, has the 
largest circulation of any Daily in the Prov- 
ince of Ontario. 

M. 


APER DEALERS — Plummer & Co., 

of 161 William St., New York, will fill 
any order for paper—from half a quire to 
thousand-ton lots. 


HE DENVER REPUBLICAN, according 

to the American Newspaper Directory 
for 1890, has the largest circulation of any 
newspaper in Colorado 


IMES, Hartford, according to the Ameri- 

can Newspaper Directory for 18%), and by 
general consent, has the largest circulation 
of my 000 in Connecticut. 


a. Merchants and 

italists of N. E_ reached 

d 0,00 0 cap BANKER AND TRADES- 
MAN, Boston. Send for rates. 


NTERIOR, Chicago, according to the 

American Newspaper Directory for 1890, 

has a larger circulation than any other Pres- 
byterian weekly in all America. 


ALLAS NEWS and GALVESTON NEWS, 
according to the American Newspaper 
Directory for 1890, have the largest circula- 
tion of any daily papers in Texas. 
E WILL insert 2 lines 1 week in 1,300 
rc} for $13.0. Send for cata- 
ue. Address NEW YORK NEWSPAPER 
VION, 134 Leonard St., New York. 
TLANTA JOURNAL, according 
American pene Darectors for 1890, 
has the largest circulation of any daily news- 
paper issued in the State of Georgia. 
Ths LORD & THOMAS Religious News- 
aper Combination is THE medium for ad- 
vortle sers to reach the best buyers of the West. 
Lowest rate by all advertising agencies. 
EORIA JOURNAL, acco! pocosding goths Ameri- 
ft a o paper rai 1890, has. 
reulation of an daily ly paper 


in ‘alinote ‘clas of the City ot Chicago. 








us 
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DVERTISEMENTS received for leading 
American newspapers. Files kept three 
months for examination by advertisers. Ad 
dress GEO. P. ROWELL & CO., New York. 


\LECTROTYPES.—A large stock of elec- 

trotypes of cnavavings—cubrecing all 

subjects—at nominal prices. THE PRESS 
ENGRAVING CO., 88 and 9 Centre St., XN ¥. 


T\HE KANSAS FARMER, published at To- 


peka, has the largest circulation of any 
Kansas newspape per according to the American 
Newspaper Directory for 1890. Ask for sample. 


HE SUNDAY EDITION OF THE BALTI- 
MORE AMERICAN, according to the 
American Newspaper Directory for 189), has 
the largest issue of any Mai Marylaud newspaper. 


hg COMMERCIAL Al ADVERTISER, New 
rk. Saturday” edition is the 
most ~e Me. newspaper ey 
Ten and twelve pages,illustrated. $1.00 per 
year. 
UFFALO TIMES, according to the Ameri- 
can Newspaper Directory for 1890, has a 
circulation which is exceed by but one 
Sener pal ager in the State. outside the City of 
ew 


NATIONAL TRIBUNE is the only y pew 
published at Washington, D.C., h 
the American Newspaper Director. 4 1590 
accords a regular circulation exceeding 100,00 
copies each issue. 


MAHA BEE, according to the American 
Newspaper Directory for 1890, has the 


largest daily, the largest Sunday, and the 
largest weekly issue possessed by any Ne- 
braska newspaper. 


EST SHORE, an Illustrated Weekly, 
printed at Portland, according to the 
American Newspaper Directory for 189 has 
more than double the circulation of any 
other Oregon newspaper. — 


ACKSONVILLE TIMES UNION, Gowtns 
to the American Newspa ee wrt d 
or 1890, is the only paper in foristar whie: 
prints larly more than five thousand 
copies each and every issue. 


Mies BRIEF, a monthly, published 
at St. Louis, has, according to the Amer- 

can Newspaper Directory for 1890, a larger 
aamtanen than any — aaa periodic sal 
printed in the United 8: 


HE BOWLING a TIMES.GAZETTE, 
weekly edition, has the largest circula- 
b> of any a —. in p ates out- 
side of Louisvil to the American 
Newspaper Directory f <y 1890. 


HE NEW YORK LEDGER is one of the 

55 apwepepens to which the new edition 
of the American Newspaper Directory for 
1890 accords a regular circulation of more 
than 100,000 copies each isst each issue. 


UFFALO EVENING NEWS, according to 

the American newspaper, Directory for 
1590, has a greater circulation than any other 
Daiiy in the State outside of the City of New 
York, not excepting Brook Brooklyn. 


lcm y FARMER, put publisted at Indian- 
apolis, has, accordin ng to the American 
at od Directory for 1890, a la 
lation than any other — 
issued in the State of Ind 


AS to the aan Nb COUNERY, c 
tory for 1890, HOME A 
Veteran's friend and iit literary pa 
ty. has the largest cireulation "a 
any of its class. Make a note of thi: 


r cireu- 
weekly 


a or te 


HE NEW by = yt SUNDAY MERCURY is ae 


one of the ih the 
new ‘edition of the American eae Di- 
ry accords a regular circulation 

of more than 100,000 copies each issue. 


™ E Cuprony eee. New York. is 
we SE odical ,§ tI the 
edition o 





- and Sunda 
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HARLESTON, 8. C. THE NEWS AND 
/ COURLER has the largest Daily, Weekly 
paper pu lished in 
the State of South Carolina, according to the 
American Newspaper Directory for | 


ROCERIES: of all the publications de- 

voted to the Grocery trade, according to 
the American Newspaper Directory ¥= 1890, 
the largest circ ~ulation is po by the 
NATIONAL GROCER, week iy, N. Y. City. 


a tet S MAGAZINE, Futiadciahte. 

, is one of the 55 periodicals to which 

the new’ edition of the American Newspaper 

Directory for 1590 accords a regular circula- 
tion of more than 100,000 copies each issue. 


HE NEW YORK MORNING JOURNAL 

is one of the 55 newspapers to which the 

new edition of the American Newspaper 

Directory for 1890 accords a regular circula- 
tion of more than 100,000 copies each issue. 


TEN, a Norwegian Weekly, published 

at Decorah, is credited by the American 
Newspaper Directory for 189) with having as 
large a circulation as any newspaper in 
Iowa. Actual sworn circulation over S000 


ONDON DAILY FREE PRESS, qenestins 

to the American Newspaper Directory 

for 1390, has the largest circulation of any 
daily in the Province ot Ontario outside of 
the City of Toronto. GEO. P. ROWELL & CO. 


HE Weekly Edition of THE TORONTO 
MAIL, according to the American News- 
paper Directory for 1890, has the largest cir- 
culation of any powspaner oo in the 
Province of Ontario. ail, Toronto, Can. 


oe E price of the American Newspaper Di- 
rectory is Five Dollars, and the purchase 
of the book carries with ita paid subscription 
to Painters’ Ink forone year. Address: GEO. 
P. ROWELL & CO., Publishers, No. 10 Spruce 
St., New York. 


ous AND FARM, a semi-monthly, is- 

at Louisville, Kentucky, has, 

according to the American Newspaper Di 

rectory for 1890, a larger circulation than any 

other agricultural paper published south of 
the Ohio river. 


Divewspape According to the American 








New ppeper Directory for 1890, the 

RTHWESTERN LUMBERMAN, a weekly 

journal of 56 pages, published in Chicago, has 

8 larger circulation than any other paper de- 
to this interest. 


HE SATURDAY GLOBE, a weekly news- 
per, published at eng a, N. Y., is one of 


the 27 newspapers to which the new edition 
of the American Newspaper Directory for 1890 
accords a ular romatien of more than 


regu 
150,000 copies each issue. 


IRCULATION 1,500,000." There were print- 
and ary for 1890 the above num- 
ber of GRIE LMANAC. An Almanac 
calculated for ‘the Gulf States. Space is al- 
ready being spoken for 1891. Only 14 pages 
sold. J. W. BURKE & CO., Macon, Ga. 
HENEVER an advertiser does business 
with our Advertising Agency to the 
amount of $10, he will be all lowed a Jiscount 
sufficient to pay f eet a 2 yeas suleortotien to to 
INTERS’ =. 
& CO., New 


w “advertising Agents, No. 7 
Spruce 8t., Ne w York. 





Wrz an advertiser does business 

with _ ‘Advertising Age —~ {| to the 
amount of $50, he will be presen with a 
peer Digectory co} of Ge A yo —_ 


a 
ELL «& OO y7-- r gre 
vertiaing ‘ague 10 Spruce Bt., New York. 


Lore, Minnesota.—Geo. P. Rowell & 

blish a list of the best or most 

wacky reulated or influential newspapers 
issued at important business centers th 


that aloe ah j—the newsp1 in each 
‘4 the » most he mont for is 
money } list THE 
is named for Dainth. 
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SOUTHERN QuasstiAs ADVOCATE, pub- 
lished * Solumbia, has, according to the 
American Newspaper Directory for 1890, 
larger circulation than any other religious 
periodical issued in the State of South Caro- 
on For sample copies and rates, address 
RLES A. CALVO, Jr., Columbia, 8. C. 
CRANTON TRUTH.—Geo. P. Rowell & Co. 
publish a list of the best, most widely cir- 
culated and influential newspapers ened at 
important business centers throughout the 
country ;—the newspaper in each place that 
gives the advertiser the most for his moncy. 
On this list THE TRUTH, Daily, is named 
for Scranton, Pa. 


( RANGE, N. J.—Geo. P. Rowell & Co. 

publish a list of the best or most widely 
circulated or influential newspapers issued 
at important oe centers throughout the 
country ;—the n r in each place that 
my the adver tiser tl the most for his ae 

n this list THE EVENING MAIL, Daily, is 
named for Orange. 


LLEN’S LISTS. THRIFTY FARMER AND 

FIRESIDE MAGAZINE,a monthly, pub- 
lished at Portland, Las, according to wo 
American Newspaper Directory for 1 
larger_circulation than any other strictly 
agricultural periodical issucd in the State of 
Maine. It is one of the renowned ALLEN’S 
LISTS publications. 


RA, WIS.—Geo. P. Rowell & Co, pub- 
lish a list of the best or most widely cir- 
culated or influential newspapers issued at 
important business centers t ay ay | 
country ;—the eer * in each pi 

gives the advertiser t st for his money. 
On this list THE JOURNAL, Duily and Wee 
ly, is named for Racine, 


ILUSHING, N. Y.—Geo. P. Rowell & Co. 

publish a list of the best or most widely 
circulated or influential new: spapers issued 
at important business centers t ay ey the 
country ;—the newspaper in each nee that 
gives the ae the feet Lo< his money. 
On this list THE JOURNAL, Daily and Week 
ly, is named for Fiushing.. 


VICTORIA, Texas. —Geo. P. Rowell & Co, 
publish a list of the best or most widely 
cireulated or influential nowegngere issued 
at important business centers roughout 
the cou: try;—the newspaper in each place 
that gives the advertiser the most Sor his 
money. On this list THE ADVOCATE, Week- 
ly, is named for Victoria. 


EKIN, ILLINOIS.—Geo. P. Rowell & Co, 

publish a li-t of the best or most widely 
circulated or influential newspapers issued 
at important business centers throughout 
the country ;—the n oomniner in each place 
that gives the advertiser the most Sor his 
money. On this list THE TIMES, Daily and 
Weekly, is named for Pekin. 


LBANY (N. Y.) DAILY PRESS & KNICK- 
arn “e —_ § the he peeerse vially 
Pot *s list 
representative ne eaneWepapers hi Daily 
~-- My. as the 
ilar poe Ee newspapers published 
at rine’ Capital of the Em +3, , being in- 
dependent, newsy and relii and re 


N publish N. Y.—Geo Y.—Geo. P. Rowell & Co. 
ublish 5 list of the best or most bake | 
cireu wm nfluential newspapers issued at 
important business centers throughout the 
po —the ne me r in each place that 
ves the advertiser the most for his money. 
m this list THE JOURN AL, Daily and Semi- 
Weekly, is named fur Newburgh. 


OHNSTOWN, N. Y.—Geo, P. Rowell & Co. 
publish a Hist of the best or most widely 
reulated or influential emmy ae issued at 
— business centers throughout the 
coun —the news; aerapaper r in each cence that 
e advertiser the met iy is money. 
this list THE DEM — Daily and 
eekly, is named for Johnstow 





and 4 


ARTARD, California.—Geo. P. Rowell & 
Co. publish a list of the best or most 
widel rculated or influential newspapers 
issued at im important business centers through- 
out the country —eaeeepa rineach place 
— gives the advertiser the most for his 
. On this list THE ENQUIRER, Daily 

and eekly, is named for Oakland. 


NNISTON, Alabama.—Geo. P. Rowell & 

Co. publish a list of the best or most 
——s circulated or influential newspapers 
issued at important business centers through- 
out the country ;—the newspaper in each place 
that gives the advertiser the most for his 
money. On this list THE HOT BLAST, Daily 
and Weekly, is named for Anniston. 


OLIET, ILLINOIS.—Geo Geo. P. Rowell & Co. 
publish a list of the best or most wide ly 
circulated or influential newspapers issued 
at important business centers throughout the 
country ;—/he newspa: ag ot in each place that 
a the advertiser t 5” his money. 
mn this list THE REPUBLIC AND SUN, 
Daily and Weekly, is named for Joliet. 


ONG ISLAND CITY, N. Y.—Geo. P. Rowell 
& Co. publish a list of the best or most 
widely circulated or influential newspapers 
issued at important business cer ters through- 
out the country ;—the - us ~~ each pluce 
that gives the adver t for his 
On this list THE STAR, Daily and 

Weekly, is is named for Long Island City. 


IRMINGHAM, ALA.—Geo. P. Rowell & 
a. ublish a list of the best or most 
= reulated or influential newspapers 
at impc met Sen centers —_ sugh- 
pn tm er oem rin eac 
that gives the adve ghee or Dells 
money. On this list THE BAGE. HERAL 
and eekly, is named for Birmingha: . 


ORWICH, CONNECTICUT.—Geo. P. Row- 
ell & Co, *publisha list of the best or most 
widely circulated or influential newspapers 
issued at important business centers .~ rough- 
out the country;—the newspaper in som 
that gives the advertiser the most 
is money. On this list THE BULLE 
Daily and Weekly, is named for Norwich. 


UBURN, MAINE.—Geo. P. Rowell & Co. 

publish a list of the best or most widely 
circulated or influential newspapers issued 
at important business centers throughout 
the country ;—the newspaper in cach place 
that gives ‘the advertiser the ree D ee 
mon On this list THE GAZETTF, Daily 
and eekly, is named for med for Aubur n, Maine. 


De UE, IOWA.—Ge —Geo. P. Rowell & Co. 
publish alist of the best or most widely 
circulated or influential newspapers issued 
at important business centers throughout 
the country ;—the newspaper in each poe 
that gives the advertiser the most 

money. On this list THE TELE RAPED 
Daily and Weekly, is named for Dubuque. 


L= ANGELES, CAL. —Geo, P. Rowell & Co, 
publish a list of tle best or most widely 
circulated or influential newspapers issued 
at important business ——- throughout 
the country ;—the newspaper in on mde 
that gives the pon ere an the mos 

money. On this list THE TIMES m RRO 
Daily Mind Weekly, is named for Los prem 


HS SPRINGS, ; ARKANSAS. — Geo. P. 
Rowell & Co, publish a list of the best or 
most widely circulated or influential news- 
pees pers issued at maperent business centers 
~y > the ey Ape Se 1 poreunaer & in 
each place that gives the 
= bay money. On this fist THE SENTINEL, 
aily and Weekly, is named for Hot Springs. 


ARKERSBURG, W. Va.—Geo. P. Rowell 
& Co, publish a list, of the best or most 
widely ci dor i tial newspapers 
ion at important cage pte 
out thecountry; 
that gives the advertiser mont for his 
money. On this list THE STATE JOURNAL, 
Daily and Weekly, is named for Parkersburg. 
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EW HAVEN, CONN.—Geo. P. Rowell 

& Co. publish a list of the best or 
most widely circulated or influential news- 
pers issued at important business centers 
throughout the country ;—the newspaper in 
each place that gives the advertiser the most 
i. his money. On this list THE REGISTER, 
aily and Weekly, is named for New Haven. 


CS. MICHIGA! AN.—Geo. P. Rowell 
& Co. publish a list of the best or most 
a circulated or influential newspapers 
issued at important business centers through- 
out the country ; Oey — yy - place 
that gives the advertiser ‘or his 
money. On this list THE REPU BLICAS , Semi- 
Weekly and Weekly, is named for Coldwater. 


CA. TENN.—Geo. P. Rowell & 
J Co, publish a list of the best or most 
widely circulated or influential newspapers 
issued at important business centers through- 
out the country;—the newspaper in each 
piacs that gives the advertiser the most for 

igs money. On this list THE TOBACCO 
LEAF-CHRONICLE, Daily and Semi-Weekly, 
is named for Clarksville. 


DVERTISING IN GERMAN NEWSPA- 

PERS Ceoegnen the United States and 
Canada carefully executed, at os 
prices, and with every a 
tion,  Seprey c aeneee, etc. P. HOW. 
ELL & CO., 10 8 Sow York City. 
A complete List Df mall <1 Newspapers, 
with circulation of each, in pamphiet form, 
sent on receipt of 10% cents, 


TANDARD, SYRA ACUSE, N. Y.—Geo. P. 
bw Rowell & Co. publish a list of the repre- 
sentative daily newsp rs issued in cities 
having a population of more than 20,00;— 
the newspapers in eac! p which can be 
specially recommended to advertisers as com- 
ing up to the requisite standard of character 
and circulation. THE STANDARD, of Syra- 
cuse, N. Y., is included in this list. 


EWISTON JOURNAL: Geo. P. Rowell & 
Co. publish a list (ONE PAPER IN A STATE) 
in which they name the one publication that 
“is read by the largest number of the best 
class of persons” throughout each one of the 
States, Territories, Districts or Provinces of 
the United States and Dominion of Canada. 
For the State of Maine the paper named on 
this list is the LEWISTON JOURNAL. 


ARTFORD TIMES: Geo. P. Rowell & 

Co. publish a list (ONE PAPER IN A STATE) 
in which Gers name the one publication that 
“is read by the largest number of the best 
class of persons” throughout each one of the 
States, Territories, Districts or Provinces of 
the United States and Dominion of Canada. 
For the State of Connecticut tes ver named 
on this list is the HARTFORD 


ELEGRAM, YOUNGSTOWN, Oo. sine. 
Rowell & 5 alist of the > 
sentative ne papers ued in cities 

having a population of more than 2,000 ; 
Vat tea ed in each place which can be 
— recom to wegen ye as com.- 
ingu to the requisite standa character 
and circulation. The TELEGRAM is cs eee only 

Youngstown paper mentioned in this list. 


NE of the most successful advertisers we 

ever had always yy his ad vertise- 
ments in this way : the best service you 
can for me for $000" He left every detail 
to us. ere is no more expensive luxury 
for an advertiser to indulge in than to tie 
his agent’s hands by gettin ae *. om in 
advance exactly what he w ‘0. P. 
ROWELL & CO., 10 10 Spruce ~ f York. 


URLINGTON FREE 1 ESS: Geo. P. 
Rowell & Co. publish a list (ONE PAPE 

IN A StTaTE) in which y name the one pub- 
my that “is read by th ne ros number 
he best class each 





= of the States, Territories, Districts a or 
nces of the United States and Dominion 
of Cemaaa, For t ermont the 


the of 
r named on this list is the BURLINGTON 
EE PRESS. 


923 


EXAS FARM AND RANCH, a semi- 

monthly published at Dallas, has, ac- 
cording to the American Newspaper Direct- 
ory for 1890, by far the largest circulation of 
any agricultural periodical printed in the 
State of Texas. a office, 119 Potter 
Building, New York. J.C. BUSH, Manager. 


HE INDIANAPOLIS NEWS: Geo. P. 

Rowell & Co, publish a list (ONE PAPER IN 
A STaTE) in which they name the one publi- 
cation that “is read by the largest number of 
the best class of persons” throughout each 
one of the States, Territories, Districts or 
Provinces of the United States and Dominion 
of Canada. For the State of Indiana the 
paper named on this list is THE INDIAN- 
APOLIS NEWS. 


OTH THE PHILADELPHIA EVENING 
ITEM AND THE SUNDAY ITEM are 
counted among the 27 newspapers to which 
the new edition of the American Newspaper 
Directory for 189 accords a regular circula- 
tion of more than 150,000 copies exch issue. 
The ITEM is the only daiiy south of New York 
that is counted in this class. Its total edition, 
including the Sunday issue, the second 
largest in the United States. 


YWOLUMBUS, OHI10.—Geo, P. Rowell & Co. 
publish a list of the best or most wicely 
circulated or influential newspapers issued at 
important business centers throughout the 
country ;—the newspaper in yyy that 
ves the advertiser the most for his money. 
Sn this list THE JOURNAL, Dally, Sunday 
and Weekly, is named for Columbus. Es- 
cial attention is called to the Sunday edi 
Fon: Only Sunday paper in city that receives 
Associated Press re ports, 


N the “Best List” of local papers Geo. P. 
Rowell & Co. give preference to the Re- 
publican, of Meriden, Conn. Advertisers 
should not be deceived on this account, as it 
4 evidently O misao o on the part of Rowell 
& Co. pty he DAILY JOURNAL Is the best local 
paper t Moris “nD, ond the ony newspaper 
that full covers den and adjoining 
towns. e JOURNAL treats all advertisers 
alike. Its rates are stric uly adhered to. It 
goes into four-fifths of tne houses in the city. 
Send for sample copy and adv. rate sheet. 





WANTS AND FOR SALE. 
Advertisements undcr this head % cents aline 


WANTED. 
OOD PENMAN. Wanted tocopy at home. 
W Either Sex. Address, with stamp, PUB- 
LISHING CO., 108, Galion, Ohio. 


VERY ISSUE of PRINTERS’ INK is 
-4 religiously read by many thousand 
newspaper men and printers, as well as by 
advertisers. If you want to buy a paper or 
to get a situation as editor, the thing to de 
is to announce your desire in a want acver- 
tisement. Any story that can be told in 
twenty-three words can be inserted for one 
dollar. As arule, one insertion can be relied 
upon to do the business. 
FOR SALE, 
OUTHERN INDUSTRIAL RECORD, At- 
lanta, + Printing Office and Paper will 
34 sold. It is a valuable, paying property. 
Write for particulars an investigate. 
F YOU want to sell your Newspaper or 
Job Office, a Press or a Font of Type 
tell the story in ‘tw enty-three words and sen 
it, with a dollar bill, to the office of PRINT- 
ERS’ INK. If you will sell cheap enough, a 
single insertion of the announcement will 
gener ne secure a customer, 


R SALE.—The MARYLAND FARMER, 
with Me plant entire, including the ac- 
cumulated electrotypes of 27 years, office li- 
brary and fixtures, an lished job busi- 
ness, etc. The oldest and most influential 
agricultural mnpeeene 3 Bh 
weekly. The health prcgricene 
uires the sale, , 7A, wh ORTH " 
do. Baltimore, Md. 
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PRINTERS’ INK. 
A JOURNAL FOR ADVERTISERS, 


GEO. P, ROWELL & CO,, 
Office: No, 10 Spruce St., New York. 


PusLisHers, 


Issued every Wednesday. Subscription 
Price: Two Dollars a year in advance ; 
single copies, Five Cents. No back numbers, 
Wholesale price, Three Dollars a hundred. 

ADVERTISEMENTS, agate measure, 25 cents 
a line; $50 a page ; one-half page, $25; one- 
fourth page, $12.50. First or Last Page, too, 
Second Page, next to the Last Page, or Page 
first following reading matter, $75. Double- 
column advertisements, occupying less than 
half a page, charged double price. Special 
Notices, two lines or more, charged at 25 
centsa line. Advertisements must be hande 
in one week before the day of publication, 


NEW YORK, JUNE 11, 1890. 





THE old theory that in order to build 
up your own business it is necessary to 
pull down your competitor does not 
seem to have lost its hold upon some 
advertisers. The public is able to make 
comparisons for itself, and by attempt- 
ing to give the idea that a business 
rival is a fraud, one succeeds only in 
bringing suspicion upon himself, 





THE following advertisement, with 
its dark and mysterious threat, is taken 
from the columns of the Kit Carson 
County (Col.) Advocate : 


If the shoe fits you wear it. We would like 
to know what to look for next. We have had 
to stand lying and stealing, which to your sor- 
row has failed to drive us out, Then in order 
to fulfill your promise and carry out your 
threats you at last resented to the use of 
strychnine, but we were not drove here and 
will not be droveaway. Weknowyou so you 
had better go a little slow; if you are not a 
little more careful we will ask John Law to 
take care of you. Thomas Seaman. 





THE shrewd beggar of the present 
day does not ask alms that he may buy 
bread for his suffering wife and starv- 
ing children. On the contrary, he 
frankly confesses that he wants the 
money for whisky, and in nine cases 
out of ten his very honesty brings its 
reward. So it is with the shrewd ad- 
vertiser, if the latter will, for the sake 
of pointing a very good moral, permit 
the comparison. Instead of resorting 
to the old-fashioned method of claim- 
ing to sell at less than cost—which 
claim is always met with incredulity or 
indifference—he promptly admits his 
willingness to make a fair profit on his 
sales, and thus avoids throwing an air 
of improbability over his subsequent 
statements. 





PRINTERS’ INK. 


In an article going the rounds of 
the press the statement is made that 
‘there is no country like France for 
starting journals. During 188q no less 
than 950 new papers were brought out, 
of which not one remains alive now.” 
The statistics compiled in the prepara- 
tion of the American Newspaper Di- 
rectory show that there were started 
during the same period in this country 
and Canada fully 3,000 new papers, in- 
cluding those which succeeded other 
papers. About one-third of these die 
before the year is out. During 1889 
the number of new journalistic ven- 
tures was such as to show a net in- 
crease of 653 over all suspensions and 
failures. As an example of the way 
in which new papers are started in this 
country it may be mentioned that the 
records at Washington show that there 
were 86 papers entered as second-class 
matter during the week ending May 
31. While this is a little above the 
average weekly report, it is offset by 
the fact that many new papers do not 
gain entrance at second-class rates, and 
hence do not appear in this list. Per- 
haps, after all, France is not such a 
wonderful country in starting new 
papers as the newspaper paragrapher 
would have us believe. 





Mr. MAHLON Gorg, in addressing 
the Florida journalists on the subject 
of advertising, at their late convention, 
informed them that ‘‘in no other line 
of business in the world does the pur- 
chaser assume to fix a price upon the 
wares of the dealer.” Evidently Mr. 
Gore's facilities for observing the meth- 
ods of conducting other lines of busi- 
ness have been limited. The transac- 
tions on the big exchanges offer a 
distinct parallel; and in fact it would 
be a most difficult task to find a single 
line of business in which the purchaser 
does not play a most important part in 
fixing the price of commodities. From 
the manufacturer down, through the 
succeeding grades of wholesaler, re- 
tailer and consumer, the price is far 
from being an arbitrary matter. If 
the buyer does not actually bid on the 
price, he exerts just as strong an influ- 
ence by exercising the prerogative— 
which even Mr. Gore would hardly 
deny him—of refusing to buy until 
the price is made satisfactory. If the 
dealer is unable or unwilling to ef- 
fect a compromise with the buyer he 
sooner or later finds himself out of 
business. 











In the ‘‘ Best List of Local Papers,” 
published in PRINTERS’ INK of May 28, 
the Poughkeepsie (N. Y.) News-Press 
appeared as issuing a daily and semi- 
weekly. It shouid have appeared only 
as a daily. 





A CORRESPONDENT prints the fol- 
lowing on the outside of his envelopes : 
“‘In advertising you can be either a 
whale or a minnow—which? As in 
fishing for alligators, so, too, in fishing 
for cash—bait more conspicuously than 
your rival,” 


PRINTING TWO COLORS AT ONCE. 





Ep. Kram, Fine Clothing, { 
Houston, Texas, May 29, 1890. § 
Editor of Printers’ Ink: 

The Post has subscribed for usto Primers’ 
Ink, and must say in future we would not do 
without it. It is brimful of good news which 
is useful to any advertiser. In your issue of 
May 21,0n page 824, taken from the New 
York 4 ‘orld of ay 11, you bring out a novel- 
ty in the way of colored inks. Please be so 
kind as.to let us know if the colored ink can 
be used on any ordinary newspaper press for 
an advertisement, and | As it is used, 

E. Kiam. 


The World's innovation does not 
consist in the use of a specially pre- 
pared ink, but in an attachment to the 
newspaper press, by means of which 
the paper is printed in two or more 
colors simultaneously. This device has 
been perfected in the World's office 
and is protected by patents. It has 
always been possible to print a news- 
paper in two colors by putting it 
through the press twice, but for the 
modern daily of course such a pro- 
cedure is out of the question.—|£Zd. 
PRINTERS’ INK. 


—_————~+o+— = 
SOME CURIOUS FIGURES. 
Orrice or Cuartes H. Garp, | 
Cuicaco, May 27, 1890. 
Editor of Printers’ Ink: 

I clip the following from the Personal 
Rights Advocate, of Chicago, May 10, 1890, 
issue: 

According to the American News r Di- 
rooweey ,a@ most reliable authority, Llincis is 

witha list of news; number- 
ing2. ss with acircu .tion of over 3,000each. 
If the list of 2,553 was known it would be a 
valuable guide for advertisers. The 
hts Advocate, — belo. to the list, 
but for what numbe: = 6 con’ 
its circulation over its « aa a 
the making up for the c yin, ane 
of them, we are not quite po Ft 

Thus we do learn that the total issue -” Il- 
linois newspapers is, at the least, 63,825,000 
opine. Truly, Illinois is entitled to the 

orld’s Fair ” Every inhabitant of Illinois 
thus subscribes to about sixteen papers! 

Cuaries H, Garp, 


The Personal Rights Advocate is 
quite right in alluding to the American 
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Newspaper Directory as ‘‘ a must reli- 
able authority,” but it gives it the ap- 
pearance of unreliability by crediting 
to it the remarkable statements em- 
bodied in the remainder of the para- 
graph. Illinois has, all told, 1,309 
publications, of which only 21—instead 
of 2,553—have a circulation of over 
25,000. The total output of circula- 
tion for Illinois is 3,342,000, and in the 
entire country the papers issuing over 
25,000 copies number only 274. The 
Advocate is not so far out of the way 
when it says that if the list in question 
was to be made public it would prove 
a valuable guide for advertisers. The 
list was made public in the April 2d 
issue of PRINTERS’ INK, and the 4dvo- 
cate may rest assured that the principal 
advertisers of the country keep it close 
at hand for ready reference, —[£d. 
PRINTERS’ INK 
-_— o 
A DELICATE POSITION. 
BurraLogr ARBEITER-ZEITUNG } 
——: in the Interests of the W orking | 
by the Buffalo Labor Co-oper- | 
ative Publishing Association. 
Burraco, N. Y., May 31, 1890. 
Editor of Printers’ Inx: 

Please inform us through your valuable 
paper what could be done to satisfy both sub- 
scribers and advertisers in the following case : 
We accepted an advertisement through Geo. 
P. Rowell & Co, on June 3, 1889, under the 
following condition: “ Please insert inclosed 
electroty pe advertisement of Fleischman & Co. 
one year next reading matter in your weekly 
edition, space 20 lines agate, and charge us as 
per conditions on back o thissheet, $12."’ Our 
readers are mostly composed of trades-union 
men, and the paper is published in the interest 
of the working classes only. The American 
Federation of Labor has declared a boycott 
against the firm Fleischman & Co. on request 

the Journeymen Bakers’ Union, because 
the above-mentioned firm has discharged 
trades-union men and employ scab labor. 
Now there is a great deal of kicking among 
our readers because we are advertising this 
scab firm. The explanation on our part that 
we have to fulfill the yearly contract cannot 
give the needed satisfaction to our friends and 
supporters. Please state your position. 

. Weiss, Editor and Business Manager. 

The situation is a plain one. The 
Arveiter-Zeitung, by its acceptance of 
the proposition, virtually contracted to 
do the work on the conditions speci- 
fied. Had it neglected to comply with 
any one of these conditions the adver- 
tiser would not be legally obliged to 
pay for the advertising that might have 
been done. The advertising agent or 
advertiser cannot be expected to take 
cognizance of any dissatisfaction that 
the publication of the advertisement 
might cause readers of the paper.— 
[2d. Printers’ INK 
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A FAIR RATE FOR FOREIGN 
ADVERTISING. 





The question of what constitutes a 
fair rate for foreign advertising con- 
tinues to receive its full share of atten- 
tion from the publishers of country 
weekly as well as daily papers. The 
solution of the problem rests largely in 
the definition of the word ‘‘ fair.” It 
makes a very considerable difference 
whether it is interpreted to mean what 
the publisher would like to get or what 
the advertiser can afford to pay and 
still make a profit on his investment. 
The latest contribution to the literature 
of the subject comes from the Associated 
Ohio Dailies : 

AssociaTep On10 Datuiss, } 
President's Office, 
Sanpusky, O., May 26, 1890. ' 
Editor of Prixters’ Ink: 

I inclose a circular which explains itself. 
Tn the light of ail you have oad on the sub- 
ject, does it not appear that the basis of adver- 
tising rates established by the Associated Ohio 
Dailies at its last annual meeting is about 
right, and certainly low enough? 

Joun T. Mack, President. 

The circular inclosed by Mr. Mack 
is the report of the committee on ad- 
vertising schedule, and is as follows: 
To the Associated Ohio Dailies : 

Your committee beg leave to report as 
follows : 

SCHEDULE OF FOREIGN ADVERTISING RATES, 

One inch of space the basis of calculation, 
Upon a minimum circulation of 500, one inch 
every day, one year, $8. For next 500 circu- 
lation, one year, $4. Each additional 500 cir- 
culation thereafter, $2. 

For contracts of six months, 35 per cent. 
discount from yearly rates, 

For contracts of three months, 60 per cent, 
discount from yearly rates. 

DISCOUNTS FOR SPACE FROM ONE-INCH RATE. 
From 3to 5 inches, inclusive, 10 per cent, 


el 6to 9 15 
“ soto “ “ om “ 
“ sator * “ 25 “ 


“ 18 to 21 ee “ “ 


30 

** 22 inches and upwards, 33% 

These rates are for consecutive insertions. 
Three times a week, two-thirds of full-time 
rates. Twice a week, one-half of full-time 
rates. Once a week, one-third of full-time rates. 

RATES FOR WEEKLIES, 

Based also upon circulation, one-half of the 
daily rates; one-third of daily rates when 
taken in both daily and weekly. These rates 
are for advertisements to have run of paper, 
For preferred positions, 25 per cent, extra, 

READING NOTICES, 
To be set solid, 50 per cent. addition’l to 
display rates, to appear undcr classified head- 
ing and to take their run with similar notices, 


Another circular has been issued by 
this organization, which has for its text 
PRINTERS’ INK’s editorial reply to the 
business manager of the Houston (Tex.) 
Post, who asked what was the recog- 
nized value of advertising per 1,000 
circulation. It was then stated that 
half a cent a line per 1,000 copies is 
considered a fair price for a daily paper, 
while weekly and monthly publications 
are commonly held to be twice as valu- 
able for advertising purposes. The 
decisions adopted by the Associated 
Ohio Dailies may give just the informa- 
tion upon this point that some corre- 
spondents of PRINTERS’ INK desire to 
have, so the greater part of the circular 
is reproduced herewith : 


At the recent meeting of the Associated 
Ohio Dailies, held January 28, 1890, at Co- 
lumbus, a committee on advertising rates, of 
which the undersigned were members, report- 
ed a schedule of minimum rates for foreign 
advertising, applicable to both daily and week- 
ly newspapers, which was unanimously adopt- 
ed by the Association. ‘The basis of our scale 
is a minimum charge of $8 for one inch one 
year in a dail per of 500 circulation, which 
would | be a Titie under Mr. Rowell’s “ fair 
price’ of half a cent a nonpareil line for each 

1,000 issues. Fora daily of 1,000 circulation 
our scale contemplates a minimum charge of 
$2 for one inch for one year, which is a little 
less than one-third of a cent a nonpareil line 
per 1,000 issues. And this rate is still further 
reduced by a series of discounts proportioned 
to the number of inches used, up to 22 inches, 
for which space the discount is 3344 per cent. 
Thus, for 22 inches one year ina daily having 

1,000 circulation, the minimum my by our 
scale would be less than two-ninths of acent 
per non ii line per 1,000circulation. From 
this a further discount of 15 per cent, is al- 
lowed to approved advertising agents, making 
a net bottom daily rate of a little less than 
one-fifth of a cent a nonpareil line. In the 
case of a daily having 1,500, 2,000, 2,500, or a 
larger circulation, the scale provides for even 
a smaller minimum rate per line, the rate per 
line falling as circulation figuresincrease. In 
the case of weeklies, Mr. Rowell says a cent a 
nonpareil line is a “*fair price’’ per 1,000 is- 
sues, This 1s ag the rate addpted by the 
Association scale for a weekly having 1,000 
circulation—$6 for one inch one year. When 
the weekly 1s published in connection with a 
daily, and the space is taken in both, the rate 
adopted is but two-thirds of a cent a nonpa- 
reil line. And when more space is taken a 
series of discounts reduces the rate per line 
until when 22 inches are taken one year (in 
connection with the daily) the rate is but four- 
ninths of a cent a nonpareil line per 1,000 cir- 
culation; from which approved advertising 
agents are allowed 25 per cent. discount, mak- 
ing a net bottom weekly rate (when in con- 
nection with the daily) of one-third of a cent 
a nonpareil line. When preferred position is 





subject to special price for changes, special 
positions, columns, etc , as each paper may 
determine. These rates are absolutely net to 
all customers known as foreign advertisers, 
except to ee advertising agents, who 
shall be of 15 per cent. 
on contracts for dailies, and dailies and week- 
lies inclusive, and 25 per cent. on contracts 
for weeklies only, 





ded by the advertiser 25 percent. should 
be added tothe net rate. For weeklies having 
over 1,000 circulation, the scale contemplates 
adding 16% per cent. for each additional 500 
circulation. Now, in view of what is confess- 
edly a “‘ fair price,’ to wit—half a cent a line 
in a daily paper per 1,000 issues, and a cent a 
line in a weekly per 1,000 issues—it would 
seem that the mon S jolingtal is very low. And 
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yet the committee know from their own expe- 
rience and from the experience of many other 
publishers that the scale is really an advance 
on the prices often obtained for foreign ad- 
vertising. A single illustration will prove 
this, The Royal Baking Powder Co. run a 
four-inch advertisement in many papers. By 
the scale adopted, four inches in a daily and 
weekly, each having 1,000 circulation, would 
come to $57.60, yet we never heard of their 
paying so much to any daily and weekly hav- 
ing the circulation mentioned ; besides, 25 per 
cent, should be added for preferred space, for 
they want the best place in the paper. If a 
daily and weekly newspaper, having 1,000 cir- 
culation for sadndnteld ties them nothing 
for preferred position, and then give them be- 
sides all the discounts provided for ** approved 
advertising agents,’’ it would make a net price 
by the scale of $47.32; and where is the pub- 
lisher having 1,000 circulation daily, and 1,000 
weekly, who gets $47.32 for running the adver- 
tisement mentioned? And we might ask the 
same question, raising the figures for the ad- 
vertisement as provided by our scale, with ref- 
erence to publishers having papers with larger 
circulaticns. 
———————<oo-—____- 


PERSISTENT ADVERTISING. 





The persistent advertiser always suc- 
ceeds. His efforts may sometimes be 
misdirected, but his persistency will 
eventually lead him into right channels 
and help him overcome all obstacles. 
There is no day in the year when ad- 
vertising may not be profitably done. 
It is not like any other sowing. The 
more out of season an advertisement is, 
the more noticeable it is and the deeper 
it burns itself into one’s memory. An 
advertisement to sell heavy overcoats 
and woolen blankets in July might be 
quite unseasonable, but you would 
never forget the fellow who did it. 
No more would you the man who 
would candidly advertise ice when the 
thermometer was 20 degrees below 
zero. When business is quiet and 
people have much leisure, they scan 
advertisements much more closely than 
when things are rushing. At such 
times mediums are not crowded with 
advertisements, and the persistent 
man has the double advantage of hav- 
ing his advertisement more prominent 
and more closely studied, - For those 
who overrule these arguments I will 
quote that oft-recited verse from Pope 
as a truism for the persistent adver- 
tiser : 

Vice is a monster of such horrid mien 

That to be hated needs but to be seen ; 


Yet seen too oft, familiar with its face, 

We first endure, then pity, then embrace. 
At first your advertisement may be seen and 

hated ; 
A few times seen, it is more kindly rated ; 
Forever seen, it every purse unlocks, 
Persistent advertising is ‘‘ what knocks.”’ 
—Advertiser in Kansas City Star 
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Colorado has about one-half the 
population of Connecticut, and Den- 
ver about three times that of Hartford. 
It is evident, therefore, that a very 
large percentage of all the people of 
the State are concentrated in the capi- 
tal city. 

Of the 268 Colorado new spapers, 61 
are issued in Denver. In the whole 
State there are but six newspapers hav- 
ing a regular issue of more than 5,000 
copies, and all of these are printed in 
Denver. There are no more than ten 
issued in other places throughout the 
State which have regular issues ex- 
ceeding 1,000 copies, and no one of 
these reaches a regular edition of 3,000 
copies. 

The daily newspapers of the West 
have larger circulations than the week- 
lies. There are three in Denver each 
one of which prints regularly more 
than 10,000 copies daily. They are 
the Republican, News and Times. The 
News conspicuously announces itself 
as the /argest daily newspaper in the 
United States. It is the oldest of the 
Denver dailies, and bears some indica- 
tions of being the most profitable to 
its owners. This may or may not be 
the case. 

The Republican is generally known 
at the East as the principal paper 
of Colorado, Its publishers have 
been more careful to have it made 
known to the public at large what its 
exact edition is; and in the American 
Newspaper Directory its regular aver- 
age output for 1889 is given, under the 
signature of the publisher, as 13,545 
copies. Some issues of its Sunday 
edition have recently exceeded 20,000 
copies. 

The Zimes is the only evening 
paper ; and considering the well-known 
tendency, at present, toward ev ening 
journalism, one might be led to sup- 
pose that it is of quite as much import- 
ance as either of its morning contem- 
poraries, 

It would appear that of the three 
excellent daily papers printed in Den- 
ver there is not now any very marked 
difference in prosperity or of value to 
advertisers; although, if one must 
make a choice, probably the Repudiican 
would be selected. This would make 
it, then, the leading paper of the great 
section of country lying east of San 
Francisco and west of Minneapolis, 
Kansas City and Dallas, 
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PRINTERS’ INK aims to instruct not 
only by precept but by contact as well. 
Readers say that they find in its adver- 
tising pages ideas that carry with them 
suggestion. These are further supple- 
mented by means of the specimen ad- 
vertisements, culled from many sources, 
which are reproduced from week to 
week in its columns. 


resented herewith will be found some 
interesting novelties : 









The Road to Wealth 


Cannot be successfully traveled with- 
out good health. To reach wealth or 
any coveted position in life requires 
the full possession and operation of all 
the faculties kind Nature has endowed 
us with, These conditions cannot ex- 
ist unless the physical being is in per- 
fect working order, and this is impos- 
sible when the liver and spleen are 
torpid, thus obstructing the secretions, 
causing indigestion and dyspepsia, with 
all of their accompanying horrors, 


DR. HENLEY’S 
English Dandelion Tonic 


exerts a specific influence over the 
liver, excites it to healthy action, re- 
solves its chronic engorgements, and 
promotes the secretions; cures indiges- 
tion and constipation, sharpens the 
appetite, tones up the entire system, 
and makes life worth living. 













In the page| 





PRINTERS’ INK. 
ANOTHER SPECIMEN PAGE.! The Macon 






MACON, CA. 
SEND FOR P DR PRICES. 
Corre-poadenae Soliciind 


Border Brick, Flower 








BEFORE, 


ECHANICAL TREATMENT of all 
deformities and rupture. Sure cure 
guaranteed. Scores of testimonials from parties 
who have been cured can be seen at my office. 
HENRY HERMANN, Mfg. of Surgical In- 
struments and Deformity Apparatus, 9 West 
Huron St. 








WOMEN 


vs. MEN. 


Every Observing Business Man must have noticed that 


Men don’t, as a rule, read advertisements, 


Men can not be convinced that advertisements 
are sincere, 

Men consider “ * shopplag” as a means of 
amusement for women. 





Men can not be found who will walk two 
blocks out of their way to save a dollar, 





Men earn the wages, but don’t know how to 
spend them, 





Give a man $5 and it melts away in nis hand. 





Women will wade through whole columns of 
advertisements. 





Women are open to conviction; but are at 
the same time discriminating. 





Women consider it laborious work, 
through it save many dollars. 


yet 





Women will plod from store to store all day to 

save a few cents on a yard of Dress Goods. 

Women don’ t earn the wages, but they work 
hard to save them. 





Give a woman the same amount and she'll 
bring home decided “* Bargains, 


SEE AND EXAMINE AND COMPARE OUR $3 & $3.50 SHOES 





Reinhart & Murphy. 
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Correspondence. 


A PROBLEM OF REVENUE, 
ARTISTIC EFFECT. 
Cuicaco, May 26, 1890. 
Editor of Pruters’ [nx : 

I have read with interest the letter con- 
cerning display advertising written by Mr. 
John f. Burgess, and published in your issue | 
of May at. as not the essential point been | 
almost entirely lost sight of in this letter and 
in previous correspondence on the same sub- 
ject? There is a limitation to ogee | 
between a merchant disposing of his goods 
and a newspaper publisher disposing of his | 
space, The amount of goods which a merchant 
may sell is practically unlimited, and the more | 
he sells at a profit the more money he makes, | 
On the other hand, a newspaper publisher has 
a fixed amount of advertising space to dispose | 
of, and this amount, if elastic at all, is so onl 
to avery limited extent, The problem which 
confronts a newspaper publisher is, therefore, 
not how to sell the largest amount of space, 
but how to secure the highest price for the 
space he has tosell, It is plain that if an ad- 
vertiser can secure the same results with an | 


NOT 
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Tennessee. When, however, you divide Ten- 
nessee into three natural geographical di- 
visions of East, Middle and West “ennessee, 
and select the American as the paper most 
read in the middle section—the one most read 
in that ** locality’’~you make an error, The 
total circulation of the daily Banner is larger 
than the total circulation of the daily A mert- 
can by several hundred; and,in the second 
place, that total larger circulation of the San- 
ner is entirely concentrated within the Middle 
Division of Tennessee, and as a consequence 
is most read in that locality or section. ‘Ihe 
circulation of the daily Banner is confined to 
Nashville and the twenty-five towns and vil- 
lages within one hundred miles of that city, 
where the daily can be delivered on the same 
day of publication. 
make these statements in conclusion : 

(1) The daily Banner has the largest total 
circulation of any daily in Tennessee, and I 
will make good this assertion upon any test 

ou may suggest, and if not sustained will for- 

eit $500 to any charitable institution you may 
name, 

2) The Banner has an average daily cir- 
culation in Middle Tennessee of 2,000 more 
than any other daily within the same section, 
This assertion is also subject to the test and 
forfeit as above. 


advertisement of one hundred lines that he can (3) The daily Banner goes into the homes 
with an advertisement of one hundred and | of the very best people of Nashvilie and ad- 
fifty lines he will be willing to pay the same | jacent towns and villages, and the character 





price for the former as for the latter, The 
value of display advertising is very largely | 
relative. An advertisement of one hundred 
lines inserted in a paper in which no other 
advertisement exceeds it in space is nearly, if 
not quite, as effective ag the same advertise- 
ment in one hundred and fifty lines surrounded 
by other advertisements of its own size. In 
other words, the value of a displayed adver- | 
tisement depends not alone upon its own size, | 
but upon the size of other displayed advertise- | 
ments in the same issue, It a publisher can | 
fill his space with advertisements, none of 
which exceed one hundred lines, he will be | 
able to secure a larger advertising revenue 
than if he accepted larger advertisements. 

Ought not a publisher, therefore, to work to- 
ward the repression of display rather than 
toward its development? Mr. Burgess makes 
a mistake in assuming that the sole pur; 

of such a pages as the New York Hera/d in 
refusing display advertising is artistic excel 

lence or typographical effect. The problem 
is more largely one of revenue, zada larger 
revenue can bg secured by sellin space in 


small lots than in large lots, S. S. RoGers, 





CIRCULATION OF TENNESSEE 
PAPERS, 


New York, May 29, 1890. 
Sditor of Printers’ Inx: 

In your issue of May 21 you republish a list 
of newspapers from a pamphlet called ** News- 
paper Advertising,’’ particularly recommended 
to advertisers, You say: ‘* This scheme divides | 
the country into its geographical sections, 
showing the rs which are most read in 
each section,” believe I car establish the 
fact that you have madean error in your selec- 
tion of adaily rat Nashville, Tenn, The 
American ist ing morning daily in Ten- 
nessee, and, being the central orga> of the 
Democratic party, it has a circulation gezeral- 
ly throughout the State. And I readily attest 
to the correctness of r selection in your 
preparation of a list of the one best r to 
cover a whole State when you select the 
American ag most generally ci in 





of the circulation of no other daily in Tennes- 
see is superior to that of the Banner, which 
statement is alike subject to the test and for- 
feit above, 

(4) The publishers of the daily Banner reg- 
ularly make monthly and quarterly statements 
of circulation for each and every day of publi- 
cation (something not done by any other pub- 
lisher of a Tennessee daily paper), and these 
statementsonly show the actual bona fide num- 
ber of papers issued and sold, not including 
extra issues or return papers, and which state- 
ments are open to any test that you or any 
other advertising agent, or that any advertiser 
may devise or desire, and if found untrue, mis- 
leading or deceiving, the publishers of the 
Banner will pay $500 to any one making the 
exposure of such untruthfulness and unrelia- 
bility. A. L. <p 

Business Manager Nashville Banner. 


Mr. WALPOLE, a London reporter, 
recently copied in long hand three columns of 


| the London 7¢mes—about 6,600 words—in two 


hours and three-quarters, This is an av erage 
of forty words a minute. 


It is easy to prove that the adver- 
tisements in a community of wide-awake busi- 
ness men are among the most interesting mat- 
ter in the local paper.—Oxz/ord Co. Adver- 


tiser. 
he World, Send for Proofs. 


t 
$1.00 PRESS ASSOC’N, Columbus, O. 


‘BELT DRESSING 


AND 
Leather Preservative. 


Warranted to give satisfaction. It abso- 
lutely prevents a ey from Slipping. Thor. 


reser he 
the elasticity of t the belt. it will pay you to 
send for circular. 
JOS. DIXON CRUCIBLE CQO., 
Jersey City, N. J. 


PORTRAITS. Cheapest in 


























PRINTERS’ INK, 


930 
scien, DOD'S ar eAeet Bost 








Are Invited to Examine | 


the new Monthly Maga 
or for My — 
rs, and S 
TICA, 


Aivertisers 


An Interesting Item that will Bear 
Reading Twice. 

The Newspaper Advertising Bureau of Geo. 
P. Rowell & Co., New York, is one of the old 
est, the largest and most reliable advertising 
agencies in oeraer. Through this house 
advertising is placed in any powsoene | 4 








the world. Every ear this firm publishe 
a Newspa) ory for the in Srmation 
of advertise rs giving all details in reference 


to ciroulation, etc., of every newspaper in 

the United States and Canada, and this Di- 
rectory is the recognized standard wey te 
of advertisers.— Bay cs _—. ) Daily Tri 

une, Saturday, May 24, 1 


FREE SAMPLES fh seay 


Fo tatopece and advertise the New Patent 
proved estes FOUNTAIN PEN With im- 


ink yee. 
ervoir and self -regulat 





ng feed, we will m: 

samples be all apply —¥ immediately, - ~4 
will agree to show same to t) heir friends, and 
will send 75 (silver Or postal note) for 


jen screw -ca ora an 
Bost this a notice. renege ce 


SoU 
PERFECTED. "FOUNTAIN. PENS, 


Box 15, CHARLEsToN, So. Ca. 


ALBANY, N. Y. 


GEO, P. ROWELL & CO. 
publish a list of 
The best or most widely circulated 
or influential Newspapers 


issued at important business centers 
throughout the country ;— 


The Newspaper in each 
that gives the Advert 
the most for his money. 
On this List 


THE JOURNAL 


(Daily and Weekly) 
1S NAMED FOR ALBANY. 


i 
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HOw TO INCREASE BUSINESS. 
WITH PROFIT. 


Live Business Men the World over 
Solve it by Using 

















Before using After using 

Fow.er’s Boor. Fow.er’s Book. 
PRICE, $200. EXPRESS PREPAID 
From your Booksellers or the Publishers. 

A. M. THAYER & Co., Boston Mass. 


College and School, 


Newark 
Evening News. 





| The circulation of the 
NEWS is greater than the 
‘combined issues of all the 
_ | other English and German 


dailies printed in Essex 


| 


County, and more by 6,000 
copies than that of any 





other daily, or weekly, or 
Sunday publication in the 
State of New Jersey. 


A 
=" | Aaverne 


lp DAILY NEWSPAPERS od NEW YORK 
| Es eee beverage T te CITIES oF 
DAILY NEWSP AP HS IN CITIES OF 
THE BEST LIST OF LOCAL NEWSPAPERS, 
covering td town of over 4 population 
“ON © NE WSPAPER. IN IN As STATE: 





A BOOK 


256 Pages, 


Contains: 





the 
3 one fo an advertiser. 
STA g aATE ATION IN WHICH AD- 
verthuanaans one serted at half 


A SMALL fist” TO ADVERTI + EV ERY 
section the country: a choice selection, 
made with great care, guided by long experi- 


LARGEST CIRCULATIONS. A COMPLETE 
List of | papers issuing regularly more than 


009 co) ’ 
SINE BARG AINS IN ADVERTISING FOR 
CUARGAINS IN ADVERTISING IN DAILY 
pers in many cities and towns; offers 
pens inducements to some advertisers. 
CLASS JOURNALS. AN EXTENSIVE 
| List of the very best. ; 
6652 VILLAGE 
NEWSPAPERS— 
more than one-half 





advertisements are 
inserted for $46.85 a 
line and appear in 
the whole lot. 

Book sent to any 


| address for 
| ‘THIRTY CENTS. 
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8 Pages. 2 Cents. ; 





The Chicago Evening Post 


Has stepped to the front in the afternoon 
in Chicago. 


















It is said by newspapers of other cities that 


The Chicago Evening Post 


is one of the best afternoon papers ever published. 





It is a typographical sa and is filled with reading matter carefully 
prepared for the home circle. Its circulation by carrier is already greater than 
that of any other afternoon Chicago newspaper. 


The leading advertisers of Chicago use its 
columns to a greater extent than they do 
those of some of the older papers. 


Sample copies upon request. 


CHICAGO EVENING POST COMPANY, Proprietors. 
JAMES W. SCOTT, President. 

CLINTON COLLIER, T. B. EIKER, Eastern Representative, 

Business Manager. 50 Tribune Building, New York. 
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Extract from a letter rea from 


Mite peyrtorey 





Mddaass all Loltors, — 
YU Hear; Som Abenté Ga 
5-27-90 


Mess. Geo. P. Rowell & Co., 
New York, N. Y., 
Gentlemen:— * * This handsome book, 
which we think is the best of the kind 
that is in print, is certainly an abso- 
lute necessity to every advertiser. 


Yours truly, 





* American Newspaper Directory, edition for 1890. 
The AMERICAN NEWSPAPER D1RECTORY will be sent to any address, 
carriage paid, on receipt of price, Five Dollars. Address GEO. P. ROWELL 

& CO., Publishers, 10 Spruce St., New York. 


The subscription price is Five Dollars which includes, in addition to the book, a 
subscription for one year to PRINTERS’ INK, which is published wots. 4 contains in 
Simost every issue information needed to bring the Directory reports down to date. 
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per, published at Philadel ja, is one 
e 55 pewspapers to to which the new edi- ©lt has 
} aa! x £. e American Newspaper Directory 
for sit accords a .o sequent circulation of more 6 
than 000 copies each issue. This is by far ,000. 
he largest circulation rating given to a re- 
| ~ B. weekly. 


*S paper, SCHOOL TIMES, a weekly news- 


yee PEOPLE.—According to th 


merican New r piresory for 1890, 

*It has EB CHRISTIAN RECORDER, & weekly, 
Published = pees ay — the pees 

circulation of any paper devoted s ally to 

149,500. the interests of the negro population of the 


United States. 


The publishers of Printers’ INK, in speaking of two of our 
papers as above, might with equal truth have mentioned some 
one point of individual excellence applicable to each of the 
following papers: 


Sunday School Times. 
PHILADELPHIA. 





BALTIMORE. 


Baltimore Baptist. 
Episcopal Methodist. 


It probably did not suit them to do it, or they did not 
know. We know. It suits us to tell, if you have enough 
interest to write to us to ask the question. 

You should have enough interest to write, if you have 
anything to sell which respectable and well-to-do householders 
should buy. 


One 
Price 
Advertising 


Without “Duplication 
Of Circulation 
peveneas 14.2... 
The ~ Every Week 
Religious Press Religine Copies Chestnut & Tenth Sts., 
Kae Association PHILADELPHIA, Pa. 
Association, Phila (Mutual Life Building.) 
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Our | 
Country Home, 


NEW YORK. 











WE GUARANTEE THAT 


Our Country Home 


Has a paid-in-advance Subscription List of 


MORE THAN 100,000. 


We prove our circulation by affidavits, or by postage receipts. We will 
accept good business, cither direct or through any responsi- 
ble advertising agency, subject to proof of above 
circulation, or make no charge. 





~ Our Country Home 


Is published monthly, and is to-day recognized as one of the Leading 
Rural Home Journals of America! 
Each number consists of Sixteen to Twenty-four Pages, 
handsomely illustrated and well printed, 


i 


ADVERTISING RATES. 
Ordinary Advertisements............ 60 Cents per Agate Line, 


DISCOUNTS. 


© SI .cacasbaiarter stnipeaenanapotenses 5 per cent. 
© Pisccccess+ccnngcnies bate cedéee<sibcoe ro per cent. 
9b BRUTE. cx cesccsevssobcesed seeeeeoeescccctees 15 per cent, 


Send COPY and ORDER AT ONCE for NEXT issue, 





nth i} 
HALL oer 


OUR COUNTRY HOME PUBLISHING 00., | 


88 Fulton St., New York. 
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Exceiling 
Excelling 
Excelling 


PRINTERS’ INK, 


Peculiarly 
Peculiarly 
Peculiarly 


Profusely 

Profusely 

Profusely 
in Litera 
in Literary 
in Literary 
Subscription 
Subscription 
Subscription 


Winsome Household Visitors 
Winsome Household Visitors 
Winsome Household 


Visitors 


Attractive 
Attractive 
Attractive 


Illustrated 
Iilustrated 
Illustrated 


and Domestic 
and Domestic 
and Domestic 


Price, $1.50 
Price, $1.50 
Price, $1.50 





Sworn Circulation, Over 300,000 
Sworn Circulation, Over 300,000 


Sworn Circulation, Over 300,000 


a eS 


NEWSPAPERS 


C 


The Four Weekly Telegrams : 


Eimira Telegram 172,470 


Albany Telegram 
Harrisburg Telegram 
Pennsylvania Telegram (Reading) 25,000 


301,ttt 


A. FRANK RICHARDSON, 
13, 14 & 15 TRIBUNE BUILDING, 317 CHAMBER OF COMMERCE, 
NEW YORK. CHICAGO. 
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PRINTERS’ INK 


NEWS == 
~e INKS, 


The News Inks Manufactured by the 


W. D. Wilson Printing Ink Co., Limited, 


NEW YORK CITY, 











cannot be excelled in quality by any Ink 
manufactured in the world. 


PRICES ‘CANNOT BE ‘BEATEN. 


Send for Printed Specimens and Price Lists. 
Special Discounts for Cash Orders. 


ADDRESS 








«st, W. D. Wilson Printing Ink Go. (L't'd.), 
pew) 140 WILLIAM STREET, 
“ NEW YORK. 
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Miscellanies. 


ON THE BORDER. 


Said the doctor, as sadly he took his stand 
By the editor’s dying bed, 
* He’s nearing the pPYs happy land— 
One minute and he'll be dead ! 
He is going away to that better clime, 
Where he'll meet with the rest of his tribe ; 
Ah! weep, good friends, for now is the 
time——”’ 
Gasped the editor—* To subscribe !”” 
—Atlanta Constitution. 


This is a country where every pros- 
pectus pleases, and only the newspaper is vile. 
—Puck. 

A lively new paper in Indiar.apolis 
is called The Ram's Horn, Our German 
contributor says it is ‘sheep at two dollars a 


year.”’—Vorristown Herald. 


A Democratic editor says : ‘‘ We are 
living at this t under absolute despot- 
ism.”” He married the wrong woman.—Va- 
tional Publisher and Printer, 


Not Seasonable. Editor—This story 
is vi interesting, Mr. Faker; but we can’t 
print it until the hot weather sets in. 

Faker—Why can’t you publish it now? 

Editor—It’s too thin.—/ester. 


At a Social Gathering. Pencil (to 
scissors editor of alleged humorous depart- 
ment of the Earth)—Give us a funny story 
from your next issue. 

Sinnick (sarcastically)\—He can’t !—7exas 
Siftings. 

Editor—How’s this for cool gall ! 
You know Brown is always saying that poetry 
is a gift? 

Subber— Well ? 

Editor—He writes to know why I don’t 
send him a check for his last piece of verse !— 
Helena (Mont.) Journal. 


Friend—Do the editors throw all 
your poems into the waste-basket, Miss Bos- 
tonia ? 

Miss Bostonia (the Boston poetess, coldly )— 
No—none of them, but sometimes they con- 
sign some of my verse to the waste-paper 
basket — Yankee Blade. 


Judge—You have been searching for 
this man for a long time, I believe ? 

Detective—Yes, your honor. 

J.—And could find no trace of him till yes- 
terday ? 

D.—No, your honor. 

].—Where did you find him? 

D.—He was working in a store that does not 
advertise.— Boston Courier. 


Usual Way. R er No. 1— 
Heavens! Jack, you look as if you had been 
hit with the business end of a cyclone. What’s 
the matter ? 

Reporter No. 2.—Row with city editor. He 
knocked me down with a chair, threw me 
down two flights of stairs and out a back door. 
No matter, I’m going on the Bugle to-morrow. 
Give me a send- off in the usual way. 

Reporter No, 1 (makes entry in note book) 
—Jack Scoopall, the clever special writer on 
the , has severed his connection with 
that paper and will ==. a more lucrative 
position on the Bugle.—Pittsburg Bulletin. 
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An old and popular design in paper 
cutters is the exchange editor.— Aingham- 
ton Republican. 


“How do the evening papers man- 
age to get their five o'clock editions on the 
street at two o'clock?” 

“ That's enterprise, my boy !""— Was. 

The Exact Figures.—‘‘ What is the 
circulation of your paper ?”” 

“ Advertised, 300,000; bona fide, 100,000; 
actual, 10,000 ; total, 410,000," —V. ¥. Herald. 


Playser—Have you seen Louis Ald- 
rich play ** The Fditor?”’ 

Spacer—No. What’sthe use? New York 
is full of men who are playing the editor, and 
I see them every day. P Chatter. 


Some Meet Her Less Verses.—Edi- 
tor-- Yes, but this so-called poem of yours has 
no metre. 

Quillpush—Of course it hasn’t ; don’t you 
see the title is, “The Maid that Never 
Came.”"— Town Topics. 


First Joke—What is your nation- 


ality ? 

Second Joke—I really don’t krow. When 
I am published in England or America | am 
“taken from the German,”’ and when I am 
ublished in Germany I am “‘ taken from the 
nglish.”"—Munsey’s Weekly. 


Journalist (to burglar)—What are 
you after? 

Burglar—Weil, that’s cool. Who are you? 

Jourralist—I live here; and I thought if 
you'd tell me what ie are after, we'd hunt 
together for it and go halves.—Rochester 
Post-Express. 


It might affect the circulation.— 
Clerk of Humorous Paper (to his Wife)—I’ve 
got a splendid joke which I’m going to write 
down and hand to our editors. 

Wife—Well, if / were you, I wouldn’t fool 
with my bread and butter. They might 
accept it.—Puck, 


Foker—I see by your contributions 
to the papers this week that you are now 
working a different vein, 

Joker—Yes, I have decided to give up writ- 
ing humorous matter for some time and to 
“<> pathetic for a change. 

oker—Is that so? By thunder! I thought 
you were doing just the contrary.— 7own 
Topics. 

Discriminative Advertising. Mrs. 
Highwind—Here, my dear, is an advertise- 
ment I have written, asking for summer board. 
Please leave it at the office of the Daily Re- 
liable, on yout way down-town. 

Mr. Highwind—My dear, the Daily Sensa- 
tion has a much larger circulation. 

ts. H.—Very likely ; but ple who take 
the Daily Sensation are not the sort of people 
I care to board with.—New York Weekly. 


Fogg— What's this advertisement 
you have out in front, stating that you are 
selling goods way below cost? 

Einstein—It’s der truth, my vriend, s’help 


me, 

F a you don’t meaa to stand there 
and tell me that you are selling goods so cheap 
as all that ? 

Einstein—I'll tell you der fact. My gus- 
tomers are getting rich buying from me and 
selling to der rag man.—A merica. 
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